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Abstract 
To face a changing world, universities need to adapt to an increasing pressure of adjustment and transformation. Moroccan 
universities are committed to a process of reform which implies the development of public relations. This study investigates this 
process through a qualitative approach that involves interviewing different university agents and partners and analyzing 
communication tools. Results show that in spite of the efforts deployed by universities, there is still a room for improvements. 
Practical recommendations are put forward. 
 2012 Published by Elsevier Ltd. 
Keywords:  Higher Education, Public relations, Governance, Communication; 
1. Introduction 
increasing pressures of adjustment 1). Such changes have resulted in questioning 
the management of university (Dotoli, 2007). The advent of information and communication technologies, the 
emergence of a new public, changing gether with the tendency towards the 
professionalization of teaching give more validity to the problems tackled in this article. 
  (Lamrini, 2007). 
Public universities no longer constitute the only institutions that provide higher education and conduct fundamental 
research. The competition launched by private universities whose mission tends to be more job-oriented has resulted 
in creating links with the professional world. Likewise, certain private companies have embarked on fundamental 
research. 
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The university cannot remain insensitive to the changes of the Moroccan companies and the general evolution of 
the higher educational systems in the world (Heldenbergh, 2007). It is thus quite natural that the Moroccan 
university is more than ever committed to a process of reform which envisages more openness to its socio-economic 
environment to become a driving force for national economic development. 
2. Problematic 
The 01-00 Law (May 2000), concerned with the reform of higher education and based on the provisions of the 
National Charter of Education and Training (1999), envisages the opening of the university to its socio-economic 
environment in order to introduce new services and training. Within this framework, the university is orientated 
towards the needs and the potentialities of its region. This process takes place through the initiation of projects and 
partnerships that are likely to gear scientific research towards the concerns of local, regional and national socio-
economic issues.  
For these reasons, the university must forge a strong identity as a credible entity (Bachelet, 2003). Its survival and 
trust  its proximity. Its major challenge is to 
identify and handle the needs expressed by various actors in the hope of bringing suitable answers (Noui & Talbi, 
2008, 2011). In order to do so, it must adopt an effective strategy of public relations (PR).  
This article attempts to show that an effective and relevant strategy of PR will result in the handling of the needs 
expressed by different stakeholders. University can thus be positioned as an actor of quality services and 
competencies.  
2.1. PR: an asset for success 
Like any other organization  geared towards job market (Maisonneuve,  Lamarche & St Amand, 1999), university 
must seek effective PR  aiming to: 
- development and reinforcement of links based on mutual trust between university and its environment.  
- provision of initiatives and resources which allow the construction of an image that positions the university 
among its competitors. 
- information dissemination about training and services for more visibility.  
It is worth noting that a good strategy of PR should primarily stress:  
- increase of reputation through students, graduates, and media,   
- communication of university ranking at the national level, 
- follow-up and communication of  
- valorization of research through publications and patents, 
-  
3. Questions and objectives 
This study investigates the strategy of communication adopted by University Hassan II Mohammedia-Casablanca 
and attempts to answer the following research questions:  
 - To what extent is the University open to different stakeholders? 
- Are the PR policies in place sufficient to face existing challenges? 
4. Aims of research: 
This article aims to: 
 * evaluate the current PR policies, both internal and external, 
 * check the effectiveness of information flow,  
 * identify different publics  expectations, 
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 * suggest an action plan based on PR. 
5.  Assumptions of research: 
To approach the problems of this research, it is worth highlighting some assumptions:  
- PR play a crucial role in linking both internal and external public with university,  
- The policy of opening of university remains far below the current requirements, 
- The communication techniques adopted by university are not adequately customized to different public. 
- Communication will help university position itself to cope with tough competition. 
6. Methodology: 
A qualitative approach based on semi-structured interviews with the admin staff, representatives of the economic 
and social sectors (1), professors (12), and students (72) has been adopted in this study. Unstructured interviews of 
parents have also been conducted during the graduation ceremony. Added to this, secondary data consisting of 
pamphlets, booklets, films, banners, conferences etc. have been analyzed. The collected content has been coded 
thematically in relation to PR.   
7. PR at the university Hassan II Mohammedia- Casablanca 
Launched in 1992, the university Hassan II Mohammedia-Casablanca (UH2MC) is a public institution. It 
contains 11 institutions among which 3 are under construction, 840 teachers, 448 admin staff, and 22,504 students. 
The university includes three campuses that cover different disciplines (sciences, technology, social sciences, 
humanities, and letters).   
UH2MC is considered an open and modern university which benefits from its proximity to the political capital, 
Rabat, and the economic capital, Casablanca. Since 2009, a new graphic charter and several PR tools have been 
introduced such as: 
 
 
 
 
 
 
This study has documented the opening of the university to its national and international environments and has 
listed several actions intended for different public: 
Table 1. PR actions by public 
 
Publics Public actions 
Students - Ceremonies and events: The Ceremony of Excellence (graduation ceremony), the 
University-company Forum, African Cultural Day, the Student Forum, the day of the 
 
 - Follow-up of graduates in their professional insertions. 
- Online enrollment starting 2011-2012. 
- The use of supports of communication which help students discover the 
university, Bachelor-Master-Doctorate (LMD) system, training opportunities, curricula, 
 
 
 
Professors and admin - electronic documents, website, newsletter, booklets on scientific and institutional 
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staff events,  
- study days and research events for in-service training, 
 - regular meetings on opportunities of mobility and national and international 
partnerships 
-  
 
 
External public - involving decision makers in both private and public sectors as members of the 
university board,  
 -  inviting artistic, cultural, and economic personalities to the graduation ceremony,  
-  
-  
- producing institutional films,   
- launching press releases and organizing conferences, 
- interviewing the President on various occasions,  
- reaching Moroccan Diaspora in Europe and in the US.     
 
7.1.  Evaluation of the P. R. at the university:  
Table 1. PR evaluation by public 
 
Publics Public actions 
Students - they mainly have little knowledge about scientific, cultural, and sporting events, 
 
Parents - The electronic contact with the university needs further attention; for example, 
improving the content of website to provide the required information. Parents often 
have to go to the university sites in person. 
- Several informed parents expressed a need to create an academic radio which will 
be used as mediator between them and the university,  
- Some parents show strong enthusiasm for the creation of a university TV channel 
to be used for academic purposes,  
- Several parents are keen to know more about the future of their children in the 
LMD system, which shows lack of effective communication. 
 
Professors and admin 
staff 
- Inadequate supports such as publications and information dissemination to 
 
- Slow flow of information which results in failure to meet deadlines, 
- Lack of meetings with officials for coordination and follow-up,  
- Permanent interactivity is a need that can be materialized through electronic 
channels. 
 
 
national and international 
socio-economic partners 
 
- There is hardly any communication with the Moroccan Diaspora,  
- Need for more promotion and valorization of the assets of the university,  
- Less regular contacts with journalists.  
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8. Conclusion and recommendations 
The results of this study show some efforts deployed by the university to boost communication. For example the 
graduation ceremony which brings students, parents, journalists, socio-economic partners etc. together. However, 
they confirm the need for a clear PR strategy which can effectively guarantee smooth communication flow across all 
the partners.  
The study has enabled to locate several weaknesses presented as recommendations: 
In order to facilitate  (Lima & Hadji, 2005). This 
-based 
bridges between universities and other educational institutions. It is also desirable to generalize weeks of integration 
among all the partners in universities.   
Communication should stress measures of improving quality of services like awarding grants of merit, creating 
 
 
PR should help professors valorize their research achievements through publications and information 
dissemination. They should also inform professors about mobility opportunities.  
Situated in a strategic axis at the economic, cultural and political levels (Rabat-Mohammedia-Casablanca), 
UH2MC is invited to be more active by opening to the socio economic world for immediate outcomes. PR should 
create links between university and socio-economic partners.  For that purpose, it is necessary to program visits and 
internships in companies and to invite professionals to share experiences and expertise. More interestingly, the 
professionals should be involved in different university institutions.  
The link with the media is also crucial for the promotion and the creation of a university brand image. For that 
purpose, it is necessary to prepare a variety of supports of communication and to create a unit of communication by 
recruiting PR specialists.  
The PR mission should not be seen as a means advertising services and products offered by the university; rather, 
it should present and value the diversity of activities in respective institutions. In the long run, the purpose of the PR 
actions should focus on the development of contacts and establishment of reliable relations with partners. 
It is worth mentioning that some officials of the university express their worries and their dissatisfaction vis- -vis 
the practices of the communication in general and the RP in particular. For them, the improvement of the services in 
communication depends essentially on allocating adequate budget and recruiting qualified and motivated human 
resources.  
This study, which introduces an academic project, raises interesting issues and opens opportunities for reflection 
and in-depth analyses. The adopted qualitative approach has highlighted several problematic issues and proposed 
potential ideas for action plans. 
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